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Presenter
Presentation Notes
Service Excellence 

Life on the front lines – Physical Labor versus emotional labor

People who work alone don’t have these hassles!



Jobs are touch!

Construction – Customer Service is heavy duty because of the psychological energy.  It is a social effort.  It is meet and greet – have to control attitude.  Understand, serve and satisfy – Align, adapt, add-value.



All this can lead to emotional fatigue and burnout because it makes heavy demand on the spirit.  The main measurement is on the quality of your service!



It is tough duty being a foot soldier for service excellence.  In the customer’s eyes, you ARE the ORGANIZATION.  You shape its reputation, bit by bit, all day long!


“Pfowdmg SUPErior customer service 1s
.ﬁ fﬁ“. ~ the single most cost effective way to

differentiate your organization from
the competition”

11/25/2008 2



We Are A Service
Organization!

~ [cusToMER
| service [
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Presenter
Presentation Notes
Show this slide and ask the group:



Do you agree with this statement?



Why or why not?  What makes us a service organization?



Do our customers view us as a service organization?  Why or why not?



What words would you like our “customer(s)” to say about us and our service?



What are they saying now?  Why are they saying that?



What do we need to do?  What do we have control of?






It's Truel

| Flrms 1E8 i
aar E nings R !
u m table Fir 103
agr Earnings I
ra jrd Qu.al'[er 210
Reven 550 3358 §5
EXPENS: SBT 47,07
“An“* nh tom memb
. u appy customer remembers
5 ot - G | e N

._ thc incident for 23 % years and talks
- about it for 18 months.

White House Office of
Consumer Affairs
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Presentation Notes
Do we want that?  Even if we won’t be here in 23 ½ years, we don’t want to leave that legacy, do we?






Ex
Al

.'.."‘z-!"‘l-!"l

uuuuuuuuuuuuuu

DDDDD
RN -

--“identlfy aII your customers

‘= |dentify specific process areas you

are responsible for expertly managing
= Establish a personal Strategic & Tactical
Action Plan to improve key relationships and

provide “knock your socks off” customer
service.
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Presenter
Presentation Notes
Ask participants to take a few minutes to fill out page 2 of their work book with examples that they have experienced.



(Give them about 5 minutes)  Then Ask for responses and flipchart those on flipchart paper.





What industry were these actions coming from?



List them:   Restaurants, airlines, telecommunications, catalog ordering, bills, utilities, hospitals?





How did you feel?
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Presenter
Presentation Notes
What do you think was the significant difference?



Hopefully they will come up with:   The person’s attitude and knowledge!



Stress the fact that people model behaviors.  Bad behaviors produce bad results etc.






Do We Treat Everyone
Same?

R
Ex
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~What mrght be some reasons you treat
:; _people differently?
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Presenter
Presentation Notes
We often treat people differently because of rank, power, sex, etc. etc.



Should we?   No, customer service is customer service.  We should treat all with the same “knock your socks off” skills!



Can’t be a “snob”  Know what customers are important – rich, influential, what which are just a nuisance.  If the customer doesn’t pass their personal judgment, he or she may wait a very long time for assistance.



Robots take the “person” out of “persona touch”.  These service people have less personality than a cash register receipt.  Automated voice responses, Special requests are OUT OF THE QUESTION.


- What is “Knock Your _

Socks Off” Service?

11/25/2008 g


Presenter
Presentation Notes
Have teams look at all these graphics and come up with specific examples of how they would achieve “knock your socks off” customer service.



Example:  What types of behaviors would make the customer “see a sign that said – on time boarding.?



Knock your socks off service is:

Answering questions

Solving problems

Untangling corporate logjams

Fixing what’s broken and finding what’s lost

Soothing the irate and reassuring the timid

Performing “rabbits out of hats” tricks

Matching the people we do business with to just the right products and services



YOU!  And ME!


THE CUSTOMER! 5w

If you are NOT serving
the customer, your job Is
to be serving someone
who Is.

11/25/2008 10


Presenter
Presentation Notes
“What is the customer saying?”  What words do you hear them saying about you and your department and OHC?


Who Are Your Customers?

Customers are EVERYWHERE

Everyone has a customer

Everyone is a Customer!

11/25/2008 11


Presenter
Presentation Notes
Ronald McDonald

Chris Robinson

Janie Moyers

Ela Washington

Georgann Crump

Tina Smith

Pat Schultz

Jerry Miller

Thom Holden




Who Are Your Customers?

External customers -- The people who buy your products
and service and who are outside of your office or
directorate. (W|thout them you wouldn’t be in business!

Internal customers -- The people who work for your
organization. Regardless of whether they are at
another location in your building, state, or across the
room.

If they depend on you and the work you do In
order to complete their own work so they can
serve their own customers--they are your customers!

11/25/2008 12
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Ronald McDonald

Chris Robinson

Janie Moyers

Ela Washington

Georgann Crump
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Pat Schultz

Jerry Miller

Thom Holden




Who Are Your Customers? g

PEmasaslb gt 1 7 |

1 3 ANV e R .

Rayean 1 $5%9,338 §5
Expens: 55. 467 4?,9?: -
ATLEF-T bl LEss 4068 2,516 -

% 12: Wl—iERE DOES MY WORK GO?

M i er T Firl F!erl

2. WHO IS MY WORK IMPORTANT TO?

Your customer is whoever benefits from the work
you do—or, conversely, whoever suffers when you
work Is done poorly or not at all!
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Presenter
Presentation Notes
On each chart, write down your critical task #1 then #2 etc and the Deliverable.



Decide where in the flow YOU are for this task



What are your deliverables?  Deliverables are what you have agreed that you will provide or do for the customer.  Deliverables are what you are all about for the customer!  They do business with you because they need the deliverable.  It is what the customer wants and expects from you.  Deliverables are what keeps you in business.  They are what the customer pays for.



For example.   



Do you start the process?



Do you hand off something to someone else?  To whom?  Do they hand it off to someone else?  



Work with a partner on this to figure it out if it is hard to determine,
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Presenter
Presentation Notes
On each chart, write down your critical task #1 then #2 etc and the Deliverable.



Decide where in the flow YOU are for this task



What are your deliverables?  Deliverables are what you have agreed that you will provide or do for the customer.  Deliverables are what you are all about for the customer!  They do business with you because they need the deliverable.  It is what the customer wants and expects from you.  Deliverables are what keeps you in business.  They are what the customer pays for.



For example.   



Do you start the process?



Do you hand off something to someone else?  To whom?  Do they hand it off to someone else?  



Work with a partner on this to figure it out if it is hard to determine,


Who Are Your Customers? g

fitable sFIrms 168 210 171
-Tax Earnings of Preofl

REMEMBER 'The people make the place!

Expen
llllll

g «
/Loss 4068

isslan Revend

rs -f’jA commitment to serve internal customers Invariably

shows itself to external customers.

It I1s almost impossible to provide good external
service If your organization is not providing good
Internal service.
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Presenter
Presentation Notes
There is a remarkably close and consistent link between how internal customers are treated and how external customers perceive the quality of your organization’s services.  Benjamin Schneider, professor of psychology and business management at the University of Maryland, is well known for his research on how “the people make the place.”  He notes that a commitment to serve internal customers invariably shows itself to external customers, and that it’s almost impossible to provide good external service if your organization is not providing good internal service.  Without a commitment to high-quality, Knock Your Socks Off Service inside and organization, service to end-users consumers will surely suffer.
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Presenter
Presentation Notes
Top 5 roadblocks Customer Service people have to deal with.

#1 – Product Quality Problems – ex:  bad hamburger, car malfunctions, etc.

“Outstanding Service is the only hope for getting around the product quality roadblock!?

#2 – Fouled-Up Systems & Procedures

Customer Service takes a beating when the way things work doesn’t work well.

Standard Operation Procedures are not always customer friendly.  You’ve got to have the guts to stand up for the customer instead of defending rules that get in the way.  Need to make judgment calls.  It is possible for one person, acting alone, to deliver monumental customer service.

#3 – Work Overload

“Never has so much been done for so many by so few”

Can’t give people the time they need?  Are you spread too thin?  Does this make you unresponsive, pass the buck?, superficial problem solving?

CHALLENGE!  Maintain a good attitude – show “grace” under pressure.  If it’s a bad situation for you, it’s probably a worse situation for the customer!.



#4 – Lack of Job Know-How – When you haven’t been properly trained, it’s hard to serve clients and customers.  Can’t fake it for long.  Job knowledge is key – need training and coaching.  Take the initiative to learn technical side of your job.

#5 – Co-workers that Cop Out – Service Excellence becomes a burden when you have top carry somebody else’s load.  Make sure nobody is having to carry part of yours!  Co-workers efforts have a direct impact on your chances for success.
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Presenter
Presentation Notes
Get descriptions of specific actions and behaviors that show these “wants”



Example:



Special Treatment:    Go visit them, call them, etc.




g EerT 20 001 Frd o Quarter A0 A md o ar e

evanlles §q4 3. 641559 _ 3130 §

Xxpemnses 43,018 55, 46 | i i i6 Office of
HumanCapital

O H C

Building tomomow’s workforoe today.

e I R 170 150,319 139,72
: 74 ™y bk

261 7 1 i

g R B e B S bR S

s o iR Tt ta e Flemis 25807 4,300 3,4
| i o e R SR e o P TR T e B o - T T
B Pl o N A - A e T O ) e 0 ey (R - L e A o - s Y o -
o By T o B il S0 e 0 St oy s S B - T 8 - e S e Nlne "M anih 2 M e Mon I'§
e Ve nwes 543 4 1 S R Rl SRR R R R 0 s g T T

NP EFIEES: 45018 55 SERT Fa0 70 bR A T

ST o T I T T e I e S R R S ) T L R il N T e T i R e

ftersiFg X -Annualizeds Ret.uran i 11 G N e - T 1 7 |

558t 15 2 20 ARt B D ht T B E T A
Lapil - T - o B e Tl o e I S el S T AL i
o PR 1 R BRI B e R - 1. - =5 8 R
" el P S T e R e R - R G K e R

umberof Proflital £ Fhraies: 158 e R e | R R S T

AT e gabesPre=Tay [ [ g5 of P afitable Fi T i 7 1
T 8 | [V | HnNpepror takple Flrm R O B3 8.7 o ey q4 2

Bogregake F -Ta =W | oaf Par- e RER b e F |
d Quarte i Quarter~2000 2n;
Hegenbes 543 1 e SR :
Apenses Mo 018 55, 4 el Te. 14

:2: ii/f25p/|2br0$| -..; R.. -;- s : : : 1 1 20

25 e gt B R e Bk L E ¥ 4

i S - R

aplital & Subaoardi


Presenter
Presentation Notes
Get descriptions of specific actions and behaviors that show these “wants”



Example:



Reliability:    Actions go with words.  They can count on you to show up and do what you say you are going to do.  etc


What do Customers Want? *
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Presentation Notes
High Quality– Get examples of that
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